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brands	 in	 international	 markets	and	 specificaly	 addresses	customers’	perception	towards	 cultural	
brands	image	which	efect	 their	 buying	 decision.	To	 evaluate	this	study,	a	Pakistani	cultural	 brand	
‘Khaadi’,	is	selected	who	steps	into	the	global	market	of	London	just	two	years	back.	Depiction	from	
the	 literature,	 the	 primary	qualitative	research	 is	 conducted	 whose	 focus	 is	 on	 identifying	 the	
customers’	perception	of	cultural	brands	image	in	host	city	by	analysing	two	psychological	behaviours	
that	 is	 nostalgic	 and	 ethnocentrism	 (patriotism).	 The	 research	 also	 draws	 conclusions	 for	 the	
efectiveness	 of	 cultural	 branding	 image,	 positioning	 and	 customers’	 perception	 and	 recommend	
diferent	possibilities	for	further	studies.	
The	 findings	 of	 the	 research	 substantiate	 that	 cultural	 branding,	 now	 a	 days,	 becoming	 more	



































































































































How cultural brands from emerging markets distinguish its brand image in international 
market from customers’ perspective? – A case study on Pakistani clothing Brand 
























brands	 (Sengupta,	 2016).	 Brands	 from	 diferent	 developed	 and	 even	 underdeveloped	 arcades	 are	





(Mahindra	 Tractors,	 Tata	 group),	 etc.	 have	 established	 their	 marketplace	 around	 the	 globe.	 As	
mention	by	Larsson	(2001),	globalization	not	only	provides	economic	integration	of	diferent	countries	






technical	 products,	 information	 technology	 and	 commodity	 items	 like	 cotton,	 wheat,	 oil,	 there	 is	






involves	 the	 variation	 in	 the	 way	 customers’	 understanding	 diferent	 regions	 geographicaly	 and	
























spite	 of	 the	 fact	 it	 is	 increasing	 market	 stil	 it	 is	 considered	 as	 a	 niche	 market.	 But	 shockingly	 the	
cultural	brands	are	creating	an	immense	opportunities’	in	the	niche	market	(Seventy	Nine	PR	|	Public	
Relations	and	Marketing	Company	|	PR	&	Ethnic	Marketing	Leicestershire,	Midlands,	2013)	and	the	








international	 market	in	 2010,	by	 opening	 its	 outlets	 in	 Dubai,	 a	 shopping	 hub	 with	 a	 multi-ethnic	
population,	Kuala	Lumpur,	Malaysia,	and	three	in	the	manifold	UK,	two	outlets	in	London	and	one	in	
Birmingham.	Khaadi	have	now	built	more	than	40	outlets	in	Pakistan	and	internationaly	they	have	













diferent	 ethnic	 background.	 And	 they	 are	 trying	 to	 adapt	 and	 respect	 each	 other	 cultures.	
Unexpectedly,	regardless	of	a	lot	of	progression	in	cultural	branding	in	international	markets,	there	is	
comparatively	 a	 very	 less	 awareness	 of	 developing	 market	 firms’	 strategies.	 Diferent	 researchers	











trait	 plays	 a	 significant	part	to	resolve	the	establishment	of	 a	certain	 brand.	 In	 this	 study,	 author	
precisely	emphasis	on	the	cultural	brands	and	examine	how	the	brand	keep	its	image	the	way	it	is	

























Customers	 in	 London	 have	 an	 Emotional	 bonding	 with	 the	 cultural	 brands	 where	 as	 in	 Pakistan	
Customers	take	Khaadi	as	one	of	the	usual	brand	in	the	market.	
• To	 examine	 the	 psychological	 efect	 indulge	 in	 buying	 of	 cultural	 specific	 brands	
(Nostalgic/	Ethnocentrism)?	
As	 specified	 by	 Yoo	 et	 al.	 (2000),	 buying	 behaviour	 or	 purchase	 intentions	 can	 be	 mentioned	 as	
customers’	propensity	to	buy	specific	brands	in	contrast	to	other	existing	brands.	Ethnocentrism	efect	
is	 basicaly	 the	 impact	 of	 patriotism	 and	 nationalism	 while	 purchasing	 something	 associated	 with	









and	 its	 purpose.	 The	 aim	 and	 objectives	 is	 also	 define	 in	 it	 folowed	 by	 a	 broad	 sketch	 of	 cultural	









































The	 folowing	 literature	 review	 wil	 deliver	 a	 comprehensive	 view	 regarding	 the	 research	 topic.	
Alashban	et	al.	(2002)	has	pronounced	that	regardless	of	its	increasing	presence,	the	field	of	Cultural	
brands	 and	 international	 branding	 has	 inadequate	 research	 attention.	 Stil	 some	 authors	 and	
researchers	 like	 Ger	 (1999),	 Kapferer	 (2002)	 and	 Eckhardt	 (2005)	 investigate	 an	 emergent	 body	 of	
literature	which	lightens	these	topic	that	covers	the	ideas	and	methodologies	that	how	to	make	local	
brands	or	cultural	brand	successful	(Cayla	and	Eckhardt,	2007).	
In	 this	 research,	 author	wil	stretch	a	slim	introduction	to	the	brands	folowed	by	the	literature	of	
branding	in	in	international	context.	After	that	the	review	about	Cultural	brands	is	specified.	It	also	








to-business	 or	 consumers	are	perceptibly	the	 most	significant	and	 sustainable	 assets	that	 an	
organization	possess.	
According	to	fortune	magazine	(1997):	“Branding	wil	be	the	only	distinctive	diferentiator	between	
corporations	 in	 the	 twenty	 first	 century.	 Brand	 equity	 is	a	 key	 asset	now	“(Clifton,	 Simmons	 and	









articulate	customers	with	 the	 source	 of	 that	 particular	product.	Michael	 Porter,	 however,	 gives	 a	
simple	formula	equation	for	brands	that	is:	“brands	are	equal	to	the	efective	product	into	distinctive	















depth	 of	 this	 literature,	 the	 main	 topics	 which	 are	 under	 discussion	 were:	 Adaptation	versus	








international	 or	 cross	 the	 borders,	 as	 a	 result,	 there	 is	 increasing	 need	 of	 more	 philosophies	 and	
paradigms,	 which	 can	 be	 pragmatic	 to	 make	 this	 arena	 more	 comprehensible.	Cayla	 and	 Arnould	
(2008)	 suggested	 that	 intercontinental	 branding	 should	 espouse	 a	 cultural	 attitude	 and	 move	 past	




















individual’s	 cultural	 identity,	 which	 in	 result	 has	 given	 more	 significance	 to	 product	 ethnicity	 and	











Mexico	 are	 also	 some	 of	 the	 major	 ilustrations	 of	 cultural	 diversification	 in	 international	 market.	
(Guzman	and	Paswan,	2009).	
Many	researchers	in	United	States	gaze	into	the	deepness	of	the	term	‘cultural	brands’	and	crack	into	











































features	 and	 country	 image	 perceptions	 “Umbrela	 brand-image	 theory”.	 Umbrela	brand-
image	states	that	 the	 brand	 image	 one	 way	 or	 another	 is	 also	 efected	 or	 been	 prejudiced	 by	 the	
country	image	of	that	product.	That	is	one	of	the	research	question	and	hypothesis	that	what	makes	
customers	buy	cultural	brands	whether	it	is	some	patriotic	bonding	related	to	it	or	not.	Dobni	and	
Zinkhan	 (1990)	 states	 that	 customer	 have	 a	 habit	 of	 recaling	 the	 information	 store	 in	 their	 minds	






















a	 customer	 have	 for	 a	 specific	 brand.	 Religious	 or	 spiritual	 values	 are	 expressed	 in	 some	 of	 the	
products	usage	like	some	people	are	purely	vegetarian	and	some	does	not	eat	pork	etc.	or	unleavened	

























culture	 of	 the	 market	 where	 it	manoeuvres	where	 the	 ethnocentric	 company	 would	 have	 a	
predisposition	to	use	its	domestic	cultural	element	in	al	the	markets	(Chattopadhyay	and	Sarkar,	n.d.).	
It	 is	 important	 to	 realize	 while	 positioning	 cultural	 brands,	 who	 is	 your	 target	 market.	 If	 the	
organization	 and	 company	 fails	 to	 do	 so	 they	 cannot	 reach	their	 specific	 goals.	 And	 if	 companies	
understand	 their	 target	 market	 needs,	 it	 is	 easier	 for	 them	 to	 gain	 the	 trust	 and	 loyalty	 of	 the	
customers	towards	the	brand.	
As	the	brand	positioning	of	Khaadi	is	styled,	the	owner	has	placed	the	brand	very	inteligently	in	the	
cities,	 like	 Dubai,	UAE,	 America,	 Australia,	London	 and	 Birmingham,	 which	 are	wel-known	for	 the	
multi	ethnic	population	and	suitable	for	cultural	brands.	More	specificaly,	if	London	outlets	are	tested,	
the	 owner	 has	 again	 smartly	 choose	 the	 two	 most	renowned	places.	One	 for	Asian	 minority	 like	
Southal,	which	is	commonly	known	as	‘Little	India’,	as	lots	of	Indian	and	Pakistani	customers	exist	in	
that	place	and	the	other	in	Westfield	Stratford	city,	prime	shopping	location	for	hundreds	of	brand	
and	 thousands	 of	 	 British	 shoppers	 every	 day.	 In	 that	 way,	 Khaadi	 has	 captured	 the	 customer’s	
attention	in	both	East	and	West	London.	
2.7	Customers	Perception	–	Ethnocentrism	


















Similarly	 as	 Fieldhouse	 (1986)	 stated	 that,	 ethnocentrism	describes	 the	 belief	 of	 preferably	 one	
behaviour	pattern	over	al	other	culture.	The	reason	behind	is	that	everyone	is	grown	up	in	such	a	way	
that	they	have	this	solid	believe	their	own	culture	is	the	best	and	most	valued.		








Nostalgic	 is	 basicaly	 a	 kind	 of	 feeling	 or	 emotional	 state	 that	 is	 associated	 with	 the	 past.	 It	 is	 a	
compound	word	which	is	derived	from	a	Greek	words	nostos	which	means	back	home	and	algos	which	




































First	 of	 al,	 internationalization	 of	 brands	and	 the	 development	 of	 global	 market	have	 given	
opportunities	to	many	countries	to	proliferation	their	economy.	International	competition	is	now	the	




of	 country	 of	 origin	 in	 the	 customer’s	 point	 of	 view.	 Although,	 there	 are	 many	 parameters	 that	
customers	 consider	 when	 they	 are	 wiling	 to	 buy	 anything	 such	 as	 brand	 itself,	quality,	 price,	
researchers	are	observing	that	there	is	one	more	attribute	that	cannot	be	ignore	and	that	is	country	
of	origin.	This	led	to	the	buying	behaviour	of	the	customers	towards	cultural	brands.	
One	 of	 the	 noteworthy	 opportunity	 that	 cultural	 brands	 can	 look	 up	 to	 see	 the	 population	 of	 the	




abroad	 they	 have	 to	 go	 through	 a	 lot	 of	 diverse,	 multifaceted	 and	 sometimes	 even	 contradictory	
environmental	 changes.	 They	 familiarise	 with	 an	 acculturation	 process	 in	 which	 they	 pick	 up	 host	
country	attitudes,	behaviours,	and	values.	They	have	to	adapt	or	integrate	into	the	mainstream	of	that	



































































































For	 rational	 delivery	 on	 the	 methodology,	 we	 are	 using	 the	 utmost	 wel-known	 ‘Research	 Onion’	
























the	 same	 way	 between	 diferent	 participants.	 The	 key	 thing	 is	 to	 scrutinize	 the	 diference	 and	
gradations	in	the	indulgent	of	respondents	thinking	(Anon,	2016).	
The	research	philosophy	that	dominates	the	cultural	branding	in	an	international	market	comes	under	





As	 it	 is	 stated	 earlier	 that	 most	 of	 the	 researchers	 themselves	 choose	 ‘qualitative	 approach’	 while	


































and	 oficial	 websites	 of	 the	 ‘Khaadi’	 brand.	 As	 stated	 by	 (Berg,	 2007),	 secondary	 data	 is	 also	 a	





















interviews,	 as	 in	 some	 occasions,	 some	 of	 the	 respondents	 themselves	 raised	 such	 surplus	 issues,	
which	helps	in	getting	your	research	findings	more	intensely	and	gave	research	more	rationality.	








Determine	 role	 and	 perception	 of	 cultural	
brands	 in	 customers	 mind	as	 compared	 to	
home	and	host	country.	









buying	of	 cultural	 specific	 brands	 (Nostalgic/	
Ethnocentrism).	
• Country	 of	 origin’s	 role	 in	 product	
purchase	decision	
• Preference	to	buy	traditional	clothes	
• Extent	 of	 efectiveness	 of	 brand	
experience	and	interaction	
• cultural	 brands	 can	 afect	 the	 market	
value	of	local	brands	
	
Evaluate	 the	 future	 of	 cultural	 brands	 in	 the	
international	markets.	



















Before	 conducting	 the	 primary	 research	 an	 ethic	 approval	 form	 application	 is	 submitted	 to	 the	
university.	Which	after	strict	checking	of	the	relevance	of	the	need	of	primary	research	provides	an	




























Validity,	in	 qualitative	 research	 can	 have	 diverse	 implications.	 But	 more	 precisely	 it	 means	 the	
appropriateness	of	the	tools,	processes	and	data	for	research	(Leung,	2015).	Other	than	that,	Guba	
and	 Lincoln	 have	 recommended	 four	 criteria	 for	 mediating	 the	 trustworthiness	 of	 the	 qualitative	
research.	 These	 criteria	 includes	 credibility,	 transferability,	 dependability	 and	 confirmability	
(Socialresearchmethods.net,	2016).		
While	(Miler	and	Creswel,	2000),	has	mentioned	that	the	accuracy	of	the	data	colected	is	directly	


































































































this	 purpose	 the	 main	 theme	 is	 divided	 into	 the	 sub	 themes.	What	 does	 culture	 brand	 mean	 to	


























After	knowing	that	what	cultural	brand	means	to	customers	the	next	step	is	to	find	 out	 how	 they	
perceive	 cultural	 brand	Khaadi	which	 has	entered	 into	 the	 London	 market.	The	 responses	 of	 the	





















countries	 take	 these	 brands	 as	 common.	 The	 competition	 in	 home	 market	 is	 hard-hitting,	 lots	 of	


































































“…	 I	 realy	 feel	 proud	 to	 see	 any	 Pakistani	 shop	 in	 the	 London…	it	gives	me	 the	 sense	 of	 self	
confidence…”	
4.4.2	Sub	theme	2	-	Preference	to	buy	traditional	clothes:	






























“…	 unique	 and	 inspiring	 interior…	 outfits	 are	 classy..	 Prices	 are	 satisfactory..	 Overal	 awesome	
experience..	Looking	forward	to	Khaadi…”	
Efectiveness	of	Brand



















































































aggressive	 where	 in	 host	 country	 the	 single	 cultural	 brand	 has	 a	 kind	 of	 monopoly.	 Apart	of	 that,	
customers	now,	are	thinking	in	more	analytical	ways	rather	than	in	holistic	way.	
Thirdly,	by	examining	the	psychological	efect	indulge	in	buying	of	cultural	specific	brands	(Nostalgic/	
Ethnocentrism),	 the	 results	 shows	 that	 customers	 are	 becoming	 more	 rational	 in	 their	 perception	
now.	Apart	of	the	emotional	bindings,	customers	are	more	likely	behaving	in	practical	and	analytical	




























last	 quarter	 of	 the	 century.	 And	 because	 of	 the	 globalization	 factor,	 brands	 and	 branding	 are	 now	
taken	into	new	dimensions.	A	brand	is	no	longer	the	property	of	a	single	country	or	belongs	to	the	






reinforcements	 are	 being	 developed	 and	 translated	 into	 actions	 are	 ‘Cultural	 Brands’.	 Though,	
regardless	 of	 this	 improvement,	 substantial	 knowledge	 gaps	 were	 noted	 which	 is	 also	 imitated	 in	




them	 in	 host	 country.	 Both	 primary	 and	 secondary	 research	 is	 conducted.	 Secondary	 research	 is	
prepared	to	identify	the	diferent	theories	and	strategies	about	cultural	brands	image	and	positioning	
in	multi-cultural	countries.	This	study	delivers	a	noteworthy	impact	to	the	manner	in	which	business	
organizations	 from	 emerging	 markets	 are	 trying	 to	 blend	 in	 with	 and	 compete	 in	 developed	
international	markets.		
The	second	objective	of	the	study	is	to	explore	the	customers’	sensitivity	of	the	cultural	brands	in	


























































The	 research	 topic	 can	 further	 be	 divided	in	 smaler	 themes	 as	 the	 research	 question	 consists	 of	
diferent	areas	of	discussion	like	cultural	brands,	which	itself	is	a	vast	area	of	study.	Secondly,	brands	
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